Transformation Reflection: Exposure to Photography
Prior to my study abroad journey, I made the decision to take a digital photography
course in addition to my required fashion merchandising classes. I sat down and had the
discussion with my academic advisor and she made it very clear this wouldn’t count for
anything. It wouldn’t fulfill requirements the fashion department or my marketing minor. But
that didn’t matter to me. I wanted to do something out of the box, different from the normal
classes I was used to taking in the states. This was one of the best decisions of my life and has
led to a cascade of transformative events since.
My mother is a graphic design teacher for high schoolers. I had always grown up in an
“artsy” type family. My father is a potter and works with clay in our garage as a full-time job.
Being around this type of influence, I had always experimented with different mediums.
Painting, drawing, ceramics - I had done it all. Well, almost all of it. When I browsed the course
offering book for Lorenzo de Medici (the international institution that I attended while studying
in Italy), my attention instantly was drawn to “Digital Photography.” How perfect! Something I
would love to learn, that I could potentially use in the fashion industry, and a way to document
all of my travels. Sign me up. So that is what I did. I attended a fivehour class weekly where we
would spend half of the time wandering the city taking pictures, and the other half learning
Adobe Photoshop, editing and printing. What I adored about this course was that it was a “catch
all” for photography classes. We learned how to take portraits, landscapes, backdrop
photoshoots, film development, and more! I took this love for photography and ran. Throughout
my four months living in Florence, Italy, I barely spent any time in my apartment. The weather
was wonderful most days, so I wandered the city, snapping pictures in any free time I had during

the day. It was a fulfilling way to pass my time, and also allowed me to learn more about my
camera and the beautiful city I was living in.
When I returned to the states, my love for photography came with me, but inspiration
was running low. St. Louis isn’t as walkable as Florence . This led to a challenge- a lack of that
same fulfillment that I felt in Italy. I was Florence-sick and missing the “revelation” feeling. I
filled that void with continuing to edit old pictures I took in Italy. This admiration for digital art
took a slight shift. I made the investment in Adobe Illustrator, and the love came flooding back
to me. Over winter break, I had no schoolwork to do and no job to be at. I spent most of my days
teaching myself Illustrator and experimenting with its features. I decided to enroll in a course at
Fontbonne in Spring 2020 “Adobe Photoshop and Illustrator for Fashion Merchandising”. Voilà!
A marriage of my three favorite things. Since learning more about Illustrator, I began
making my own art and finding a taste for things I like to create. This is a perfect creative
outlet for me. I can work on it digitally (no mess and no clean up!) and start and stop
whenever I want. Thus far I have enjoyed learning how Illustrator can be used from a fashion
industry point of view, and maybe this could lead to a job for me in the future! What I have
learned from this experience is that sometimes it’s important to take risks and be spontaneous.
Follow your gut instinct, deviate from the typical path, and take the most self-fulfilling
option. Even if it doesn’t get you the college credit, the best grades, or the most awards. It can
flip itself into a professional advantage down the road.

Transformation: Sustainable Life
In the journey of becoming a college student and living on my own, I have discovered a
lot about how I live, the habits I grew up with, and what keeps me sane and sturdy in this crazy,
busy life I have lived the past four years. One of these habits I always grew up with was keeping
my space clean and tidy, which is the type A personality in me. With this also included
recycling. Sorting recyclables from trash was always made into a big deal in my family. “Rinse
out your yogurt containers” and “break down the cereal box” were common demands I heard
growing up. This world that I have made my own since becoming a young adult has awakened
my eyes to the problems we face in this world which include pollution, climate change, and
sustainability.
Respect for our planet was something that became more apparent to me as I grew into a
young adult. I experienced this in depth during my time living in Italy- a country that takes
recycling products and composting organics a lot more seriously than in the United States.
Cross-comparing the cultures that I have immersed myself in over the past year has really shed
some light on this issue and made me realize the how differently our ideals are in the United
States. In Europe, you have to purchase bags at grocery stores, and thin, single-use bags are
obsolete. Even toilet paper is dispensed differently-without the waste of a roll. Trash doesn’t
litter the streets in Italy, like it does in cities here - people in Italy don’t even debate the idea of
throwing their trash on the ground when they are finished. It was astounding to me how in the
United States we don’t know any differently and seeing trash on the ground is commonplace.
Even the concept of composting organics is something that is seen as “hippy dippy” here, but is a
public practice in Europe. After all, organic composts are right next to the trash shoots in Italy.

This way of living for almost five months allowed me to bring more knowledge about the subject
and care for the earth back home with me to St. Louis.
Throughout my time at Fontbonne, the Fashion Merchandising curriculum has steadily
emphasized more and more the importance of sustainability in our industry. I found this topic to
be particularly interesting, given my increasing exposure to the issue over the past couple of
years. In my last semester at Fontbonne, there was a course offering titled “Sustainability” in the
Fashion Merchandising department, so I decided to take it! In this course, we focus on learning
the Sustainable Development Goals set by the United Nations General Assembly in 2015, with
goals for the year 2030. We do research and dive deep into each goal and how it effects not only
our industry, but human lives domestically and overseas. I am so grateful I could keep learning
about a subject that was near and dear to my heart after coming back from studying abroad.
Not only does this subject of learning benefit me professionally, but has transformed my
personal life as well. I have always used cleaning and recycling as a stress reliever, and the more
I learned of the importance of sustainability, the more pertinent it became in my daily life. Now,
more than ever, I am more aware of the single-use products I own, energy usage, and the life
cycle of my garments. I plan to take this passion and turn it into whatever career I fall into. The
fashion industry is undergoing a dramatic shift toward implementing more sustainable practices.
It is, in fact, the second most polluting industry in the world. As I live in my own apartment and
buy my own products, I am doing everything I can to be a responsible consumer and keep our
planet green for generations to come.

Sustainable Strategy

Target Customer

The objective of The Bean Boutique is to be a sustainable and socially responsible retailer by working with established
wholesalers who are like-minded in our goals to reduce our carbon footprint, cut down on pollution into water, use less water
in overall processes, and provide decent work and pay to artisans and farmers domestically and abroad.

Business Concept
Mission

Vision

The Bean Boutique is a brand that offers
good-willed consumers sustainably-sourced,
ethically-made clothing and coffee with an
engaging and homey store environment

Aiming to reduce the harmful impact of the
fast fashion industry by putting the
environment first, employing ethically and
farming sustainably

(Sustainable Development Goals, n.d.)
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Each apparel supplier is closely
monitored to ensure that synthetic dye
usage is eliminated and natural dyes are
used, helping keep water in the
communities safer to drink and
surrounding ecosystems protected.
Measures are also taken at each step in
production to reduce to use of water.

People
The Bean Boutique serves to provide our
partners with decent work and a living wage
to help break generational poverty in the
communities we source from. Each
purchase from The Bean Boutique helps
improve the life of a farmer, artisan, or
factory worker.

Sourcing Structure
Wholesalers & Products
•
•
•
•
•
•
•

Free coffee and chocolate samples will be offered daily to customers who come in and shop. By
doing this, they might be able to discover a new favorite and will keep them coming back to
enjoy their in-store experience. A small section of the store will be devoted to seating and
relaxation, if someone wants to enjoy their coffee or simply hang out.

Product & Shipping Packaging
•

The Bean Boutique will use the eco-friendly product packaging “Cycle Green” to ship out all
online orders to reduce waste and promote recycling

Industry Segment and Market Analysis
Market Demands: Demands for the women’s apparel market has decreased slightly along with the
rest of the world’s economic condition. Currently, the revenue for the women’s apparel segment in
the United States amounts to over $190 million in 2020 and the market is expected to grow by 2%
in the years 2020-2023 (Women’s Apparel Statista, n.d.). Comparing that figure globally, the US generates the
most revenue for women’s apparel.
Trends: E-Commerce and personalization are two retail trends in the women’s apparel market.
There is a push for easy, convenient shopping online that The Bean Boutique will fulfill the need for.
Personalization will also be offered by tailoring one-on-one, in-store personal shopping
appointments upon request. This allows for customers to find clothing they never would think to try
on or learn more about the current product mix in-store.

Triple Bottom Line
Planet

Profit

The Bean Boutique puts mother earth at the
top of our priority list. Our apparel and
coffee beans are produced with a special
attention to water consumption and
pollution. The elimination of pesticide
usage on our coffee bean farms also keeps
ecosystems healthy and thriving. Our
wholesalers share the same values in our
goals to keep our carbon footprint and
overall waste to a bare minimum.

We don’t stop at our efforts to help the
planet; The Bean Boutique has taken the
extra step to have a brand partnership with
CHARITY:WATER and donate 10% of our
profits to this cause. Nearly 1 in 10 people
worldwide do not have access to clean
water (charitywater, 2020). Not only should our
coffee beans be fed with clean water, but so
should people who live in isolated rural
communities.

•

•
•
•
•

•

•

•

Tapestry Segment:
“Emerald City”
Median Age: 37.4
Median Household
Income: $59,200
Race: 77.7% White,
11.1% Hispanic, 9.3%
Black
Occupation:
Management,
Education, Library,
Office and Admin.
Support, Sales Jobs
“20% above national
average on spending
for apparel goods”
51.5% Rent homes as
opposed to owning a
home (Avg. rent spend
is $1,087)
(ERSI, 2018)

Psychographics

Behavior

Young and mobile, embrace “foodie”
culture and enjoy cooking meals using
organic and local ingredients. Music
and art are sources of entertainment.
Travel frequently (abroad and
domestically). Cell phones and social
media are a part of their everyday life.
Buy natural, green, and
environmentally friendly products.
Conscious of nutrition and physical
health. Into activities such as yoga,
making travel plans, shopping online,
and blogging (ESRI, 2018).
VALS Groups:
Experiencers: Trendy consumer
group, social creatures, very
spontaneous (not afraid of moving
from place to place; nomadic),
heightened sense of visual stimulation
and can appreciate good quality
clothing.
Innovators: Make the highest amount
of transactions, future-oriented (have
a whole-picture mindset of the
sustainability of the supply chain),
self-directed consumers, wide variety
of interests and activities (US Framework

Buy natural, green, and
environmentally friendly
products- making a purchase
from a sustainable brand is
important.
Well educated, so consumers
typically weigh their options
carefully before making
purchases.
They are less impulsive when
buying new things but enjoy
having new products to keep
life fresh.
Shop at places such as
“Trader Joes” and “Whole
Foods” for grocery items (ESRI,
2018).

and VALS Types, 2020).

Competitive Analysis

Ten Thousand Villages: Fair trade jewelry, chocolate, coffee grounds
ABLE: A brand dedicated to providing women with sustainable jobs; women’s apparel
Tradlands: Women’s apparel produced in small batches with high standards for working
conditions and wellbeing of their employees
Econic: Women’s basic t-shirts, crewnecks and hoodies made from recycled plastic bottles
KOTN: Women’s apparel specializing in loungewear knits and woven button-ups; all made in
Egypt with a mission for ethical and sustainable “traceability”
North Roast Coffee: Fair trade coffee beans
Café Campesino: Fair trade and organic coffee beans, all-natural sweeteners, home-brewing
merchandise

Services
•

The coffee beans we choose are
verified organic and sustainably
farmed, using natural resources
efficiently and minimizing waste and
pesticide usage, allowing for a safe
environment for farmers.

The Bean Boutique works selectively
with wholesalers that create
sustainable, decent and productive
employment for the artisans and
farmers involved in making our clothing
and coffee products.

Demographics

•

•

Strengths
“Products compliment each other” (Brown, 2020), userfriendly website, deep assortment in their 3 product lines
(clothing, plants and furniture), offer personal services
for consultations on custom arrangements for home
décor.

Strengths
Have 2 well-placed locations, wide and deep assortment
of merchandise, are well-established on several social
media platforms (Blogging, Facebook, Twitter, Instagram,
Pinterest and Tumblr), have a very defined value for fair
trade and sustainable goods, offering curb-side pick up
on orderings amidst the coronavirus (Zee Bee Market, 2020).

Strengths
Great location on The Delmar Loop for tourist traffic, Fair
Trade Federation Member, source from 40 different
countries, offer fair trade, sustainable and recycled
material products, participate in local events such as fair
trade markets and international craft festivals at
churches and community centers.

Weaknesses
Images on website vary in terms of quality, their value of
“sustainability” isn’t very apparent, poor location in St.
Louis, product mix can be confusing for customers.

Weaknesses
Offer an overwhelmingly large assortment of products
and no clear assortment line, customers won't have a set
idea of what they can expect in-store. E-commerce
shopping is a bit overwhelming with everything they have
to offer on their website.

Weaknesses
Currently are not offering e-commerce shopping options

Opportunities
Owning plants is very trendy right now- “bringing the
outdoors in”. Seta offers this for consumers and could
take advantage of this trend.

Opportunities
Consumers are looking to buy more fair-trade and
sustainable products, making their values perfectly
aligned with what is trendy in 2020 and going forward.

Opportunities
Consumers love shopping for ethically made goods,
making their business model perfectly aligned with the
trend of buying green that shows no sign of slowing.

Threats
COVID-19 has ceased in-store shopping and their online
offerings are very limited (Seta, 2020). This will slow business
and reduce profits for an indefinite time period.

Threats
COVID-19 has forced them to close their doors making
their two locations more of a burden for expenses such
as rent, employee payment, and utilities.

Threats
With the stay-at-home order in place indefinitely in
Missouri, they are making no profits since they do not
offer online shopping- this will largely impact their ability
to stay open in the future.

(Plowsharing, 2020).

Competitive Advantages

Our in-store experience will differentiate us from our local competitors. Being able to drink
•
samples off coffee, eat chocolate, and have a place to sit will draw people into our store.
The Bean Boutique will also offer personal shopping services.
Our focus on keeping water clean, reducing water usage and donating 10% of profits to
•
CHARITY:WATER is also a differentiating factor from our competitors. Our philanthropic
values and will be clear, making customers feel good about shopping from us.

The Bean Boutique will have a clear and straight-forward product assortment so
customers will know what they are coming in for- high quality women’s clothing and
a delicious assortment of coffee beans.
E-Commerce will be well-established and be held at a high-priority in order to serve
customers beyond the STL area.

Marketing Strategy
The Bean Boutique will primarily advertise through social media
(Instagram and Facebook). Mastering and getting word out through
these two platforms first will be our initial start before moving to other
networks such as Tumblr and Pinterest. Our hashtag will be
#BeABetterBean to get the word out about the importance of
purchasing sustainably.
Using social media to market the Bean Boutique is vital because our
target market is a heavy social media user, it is free to utilize, and
acts as a great way to collect data analytics from followers. It will also
be used to offer coupons and release promotions to public. Having
St. Louis followers will act as a great way to get people in the door,
but gathering a following outside of the STL area is vital to grow our
e-commerce business.
The Bean Boutique will contact news companies about doing a press releases and
paying for articles to be written about the grand opening of the new store located in
The Grove area of St. Louis (local channels such as KMOV, Fox 2 Now, and the St.
Louis Post Dispatch).

Poster by
Emma Seiz
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Exploration: MAGIC
In February of 2020 I embarked on the amazing opportunity to go with a group of
classmates and our professor to the MAGIC trade show in Las Vegas. I had a wonderful
experience and learned so much in the short time I spent in Vegas.
According to their website, MAGIC is fashion retail’s biggest and most important
platform for inspiration, information and connection. MAGIC shows multiple times a year in Las
Vegas and each event hosts thousands of vendors and manufacturers that come to show what
they can produce. Buyers and merchandisers from all over the country, from all different sized
companies, come to explore new options of clothing, accessories, products, packaging, and
more! MAGIC is more than just stuff being sold though. There are seminars and events going on
all day, every day. I went to several to listen to influencers and designers talk about their brand
or the future of retailing. Topics varied from the future of streetwear to harnessing the marketing
power of TikTok. There’s also several daily ongoing events – like - you could even stop in for a
free quarter-sized tattoo if you wanted! The market is designed the exact way retail is now;
through a multi-sensual, engaging experience. From a student perspective, I gained a lot of
knowledge. Everywhere we looked there were vendors and buyers conducting business and
professionals inquiring about products. The way MAGIC is physically set up in divided into
three floors in the Mandalay Bay Convention Center, and each floor is divided into sections such
as: sourcing, men’s, luxury and lifestyle womenswear (“STITCH”), denim, art-inspired fashion
(“POOLTRADESHOW”), children’s wear, footwear, and more! Everywhere you went, booths
were giving out free candies, t-shirts, stickers, or magazines. Anything a vendor can do to get
you to remember their name, they will do it. Once in a booth, there is one of every item. It’s not
a shopping mall where you get to take home the goodies. How market business works is a buyer

places an order for, let’s say, a thousand of one t-shirt. Then they look for the next great item
they want to sell in their stores. Being able to talk to vendors and understand more about the
process was very insightful. Several vendors that we talked to had different beginnings. Some
went to school for art, business, or were in the corporate setting long before stumbling into the
fashion industry. One woman named Lisa that we talked to had been at several jobs before
finding her place at Brighton & Company, a purse and jewelry brand. She gave us the advice “don’t work for bitches, life it too short for that.” Something I will take to my grave.
I am so glad I got to see first-hand what it’s like to visit market. It gave me insight to
what my job could be in the future. Visiting market isn’t for everyone. It is fast paced, high
stress, and lots of business deals. In all honesty, I loved it. Navigating the floors and looking at
all what the future holds for fashion is exciting. The thought of going there with a mission for a
particular customer seems like the perfect challenge that I would be up for. I can’t wait to use
this information in positions I hold in the future, and at the very least, I’ll always hold on to the
experience I gained visiting MAGIC Las Vegas.

Emma Seiz
Seminar Summaries

Seminar 1:
2020 on Marketing Trends and Evolution

2020 on Marketing Trends and Evolution
Sarah Pendrick and Kristi Kaylor, Moderated by Rachel McCord
Sarah Pendrick: Founder of The GirlTalk Network https://www.girltalknetwork.org
Kristi Kaylor: CEO of The Loft Entertainment https://www.theloftent.com/about

This seminar was a live discussion moderated by
Rachel McCord, a model and founder of The McCord List
(https://themccordlist.com), which has the mission to spread
advice and guidance to women to build their businesses and
become successful in the entertainment and media business
industry. The talk was all about specific marketing trends that
will be the most useful in 2020, with business women Sarah
Pendrick and Kristi Kaylor. Sarah (above) is the founder of
GirlTalk Network, a community centered around women
supporting one another and empowering them to feel safe and live
authentically. Kristi (left)is the CEO of The Loft Entertainment
which is “the ultimate matchmaker between brands and
celebrities”, using celebs for testimonals and pairing influencers for marketing purposes. The
intended audience for this seminar, and the majority of the people in the audience were start-up
business owners who were looking for ways to expand their social media platform and wanted to
learn different ways of maketing to their consumers. Most of the people in the auidience were
women, which made sense given the values and mission of the speakers’ own businesses. Their
first topic of discussion revolved around social media and different, more effective ways of using

it. This included posting “behind the scenes” shots and videos, making polls on Instagram
stories, using effective videos on social media and mastering the frequency of posting for your
business. They also went over if contact marketing is right or not for your business such as email marketing. Three main tips they give revolving marketing online to gain engagement were
1. Getting your followers to talk about themselves and respond, 2. Evoking emotions and 3.
Giving valuable advice through your platform to keep users coming back to your page. The
second main section of discussion the women talked about was influencer and celebrity
marketing, which is Kristi’s expertise. They went over how to pick the right celebrity, or how to
get involved with influencer marketing on a micro level if you own a smaller business.
Everything they talked about and the questions they answered among the crowd was greatly
relevant to the fashion industry, since almost every consumer of fashion is exposed to these
marketing methods. People involved in the fashion community use social media for inspiration
and also look up to celebrities for insights into trends. This seminar was very effective and
inspiring for business owners to find more ideas for their marketing techniques going forward.

Seminar 2:
ELF & Tik Tok
“Wake The ELF Up”

ELF & Tik Tok- “Wake The ELF Up”
Moderator: Lauren Guerrieri
Speaker: Gayitri Budhraja
ELF Cosmetics
https://www.elfcosmetics.com
This seminar was moderated by Lauren Guerrieri, a senior manager at Tinuiti, a
marketing and advertising agency (https://tinuiti.com) and the speaker was Gayitri Budhraja
(below), Vice President of Branding at ELF
Cosmetics. They started the presentation with
explaning how ELF hit a stagnation in their growth by
the year 2018. She then went on to talk about the
“digital ecosystem” and how it was ever changing, so
ELF knew they needed to hop on board to catch the
attention of a new market. Their steps for this plan
were 1. Get “woke” to the consumer, 2. Do what we do best, 3. Force multiply and 4. Be “elfing”
disruptive. This is when they started talking about Tik Tok as a platform, and how it has grown
recently for consumers between the ages of 15-25. The target group ELF wanted to get was
generation Z- they care about inclusivity, self-expression, daily life of physicaly and virual
reality, peer and family recommendations and nostogia. ELF took this information to a music
company to produce a song, and that is how the song “Eyes Lips Face” came about, along with
the “Tik Tok Challenge” that went with it. After it went viral with the 15 second release, they
turned it into an entire song with a music video. This challenge highlighted their brand and
allowed it to become way more visible to this generation Z they wanted to target. The seminar

also went over different ways for brands and businesses to participate on Tik Tok; having an
organic presence, using influencers, in-feed advertisements, and starting a hashtag
challenge/trend. The intented audience for this presentation are business owners and social media
marketers looking to expand their platforms beyond the typical Instagram, Twitter and Facebook.
This seminar event is relevant to the industry because Tik Tok is growing and usage is at an alltime high, and brands need to get on board with using it to advertise to younger consumers.
Other platforms to watch, as the presentation mentioned, are Firework, Giphy, Marco Polo and
Imgur. Overall, I really enjoyed hearing from an ELF brand exec herself about the inside
dicussions of moving forward on Tik Tok. Using a new platform for marketing can be
challenging for a company, especially one as large as ELF. Their story of going viral and how it
impacted their sales was very intriguing.

Seminar 3:
Finding Inspo:
“How Far Can Streetwear Be Pushed Before Losing It’s ‘Cool’?”

Finding Inspo: How Far Can Streetwear Be Pushed Before Losing It’s ‘Cool’?
Hosted by: Alex Barinka
Speakers:
Karl Kani (Designer of https://www.karlkani.com)
Jeff Staple (Founder of https://www.stapledesign.com)
This seminar was moderated by Alex Barinka, speaker, EP, and Head of External Affairs
of Verishop, a shoppable podcast. The guests were streetwear designer Karl Kani (right) and
founder of Staple Design, Jeff Staple (below). Staple Design is a creative consulting firm that
works with brands all around the world and specializes in
helping brands with advertising, branding, identy
establishment, editorial design, film, marketing, packaging,
print and product design.
Staple Design and Karl
Kani both operate out of
New York City. The seminar itself appealed to listeners
interested in expanding into the streetwear category or
streetwear brands that are already established. The speakers
discussed a variety of interesting topics. One key point they
talked about, that is relevant today more than ever, about how
retail operations in China was down 90%. This was back in the beginning of February, and
things have only declined since then. Another point the speakers talked about was the push and
surge in women’s streetwear fashions. This segment of the market can often be overlooked,

especially back in the 1990’s. But now, women have been wearing men’s clothes as fashion and
brands can appeal to both sex’s without changing their image. Today, men and women are equal
in numbers in terms of who is wearing streetwear. They also talked about trends in streetwear,
specifically. Baggy demin is one they pointed out that will come back in style, since trends
similar have been around for a couple of years such as the “mom jean” style. They also
mentioned the increase wear in sneakers, and how it almost defines streetwear. Sneakers are
great since anyone can participate in buying a pair that defines their aesethic. This seminar and
discussion is important to our industry because streetwear is becoming more commonplace and
trendy among common fashion consumers. Some people wear “streetwear” fashions very
dramatically, and others dabble in the trends. Karl and Jeff also both touched on the importance
of sustainability in their companies and operations, and how this will impact the streetwear and
fashion industry moving forward. Overall, I really enjoyed this seminar because it was very
different than the other ones that revolved mostly around marketing and social media usage.

Exploration: Studying Abroad
When I started my college journey in 2016 I always had it in the back of my mind that I
was going to study abroad. My parents and I had discussed it, and it was always in the agenda to
happen eventually. Well before I knew it, sophomore year came up on me and I had to actively
start planning this process. Florence, Italy was where I decided on going. I made this decision
based on other girls I knew in the fashion program that studied abroad. Navigating my way
through the steps of getting a student visa, planning my course schedule, and making plans to
leave the country my friends and family for four months was just the beginning of an
unforgettable and enlightening experience. While I could write forever about the memories that I
made while studying abroad, there are a few key factors I want to highlight as most important in
my mind when I think of “exploration” itself. This piece is about self-exploration and what I
found in myself living with a group of girls I’d never met, living in a city I’d never been to that
spoke a language I didn’t speak, and traveling almost every weekend to new lands and keeping
myself sane while being away from home for so long.
Being placed in an apartment with four other random girls from all over the United
States could not have worked out better. Everyone else we had met already knew someone in
their study abroad program - but the five of us, we had come completely alone. I learned what it
was like to live in close quarters with people - something I had never done before. I learned
what it was like to cook my own meals each and every day - something I had never done before.
From here, navigating the city of Florence was the next challenge in my exploration. To find my
way around, I had to rely on Wi-Fi (spoiler alert: Europe doesn’t have Wi-Fi like the US does).
So, when I navigated, I had to remember. Before I knew it, I could walk around the city with no

problem and manage my way around different areas. Santa Croce, San Lorenzo, Via delle
Brache, Via Faenza and Pallazzo Vecchio. These are all streets and areas of town that meant
nothing to me in the beginning, but soon became my home and names I will never forget. I am so
proud of myself for being able to navigate the town on my own. I found this confidence and took
advantage. Each and every day I lived in the moment and didn’t let my time go to waste. I
walked around, snapping photographs, trying to get lost so I could discover more. When I
traveled to other countries and cities around Europe, I slowly became more confident in my
abilities to make plans and be a leader for others. Trying to find a transportation mode that works
with everyone’s schedules, to and from a destination, make plans for the trip itself, all in a
foreign country is no joke. All of this takes a mental toll after a while, and I would be lying if I
said it was all butterflies and rainbows the entire time. It wasn’t without its stressful moments of
guilt, homesickness, and sadness. I felt guilty and stressed out often for not taking advantage of
each day and each moment that passed. You have limited time in the most beautiful place on
earth, and will I ever be back? These are thoughts that permeated frequently. I had to truly learn
to simply be happy that I have the privilege of being lazy in Florence, Italy. And it was as simple
as that. Missing home was a struggle, as well. I had only a handful of breakdowns about missing
my friends, family, and boyfriend. Time difference and lack of internet made communication
even more difficult. I made it though, and distance makes the heart grow fonder.
All of these memories and events combine into one ultimate, life-changing lesson. I am
so lucky to look back on the experience and say that I made the most of my time, recorded it
though journal entries, projects, and photographs. It’s not often I am proud of things that I do,
but studying abroad with a level head, open mind, and willingness to learn is an
accomplishment.. Until next time, Florence.

Leadership: Disney Leadership Institute
In December of 2019, I got the opportunity to go on a trip of a lifetime. When I would
usually be experiencing the cold winter months in the Midwest, instead my application to attend
the Disney Leadership Institute in Walt Disney World was selected!
The Disney Leadership Institute provided me, as a college student, the opportunity to
engage in courses to enhance my learning and understanding of what it means to be a good
leader. The experience enriched my mind with techniques about teamwork, leadership strategies
and people skills. Going to Disney was a wonderful opportunity for me because I typically don’t
stand out in a crowd as someone who brings a strong opinion to the table. By participating in
these sessions, I was able to gain confidence and apply these practices to not only Fontbonne
organizations, but to future job roles, as well.
Over my years at Fontbonne, I have been involved in CMN Dance Marathon, Omicron
Delta Kappa, and being a WING Leader. I’m honored to participate in these organizations, but,I
knew I needed to find my voice. I’m usually not the most outspoken person in a group, but I
always am generating ideas. From the several group activities that we participated in over the
week, I learned different skills for teamwork, problem solving, communication, and more. We
were given activities each morning that challenged us to think critically, come up with solutions,
and be able to communicate those ideas to our team members. One activity in particular divided
us up into groups of four and then gave us just a few different materials to move a marble from
one end of the obstacle course to the other without touching it. We also were not able to talk
during the activity, which made communicating your thoughts more challenging and paying
attention to others very important. The process sounds simple, but it was actually very difficult.

Daily activities such as these were given to us every day to expand our ways of thinking and
build leadership skills when it comes to working with others.
Since returning from the Disney Leadership Institute, my confidence to speak up in a
group has grown. Before, I was significantly more timid to inject my thoughts and ideas. Since
my peers on the trip were also involved in the same organizations as myself, it helped me apply
the techniques directly to the same groups of people once we got back to Fontbonne. I was also
able apply this new-found confidence to things external to Fontbonne as well. I participated more
in work meetings and talked to coworkers differently when I was placed in a position of power.
At my serving job, I was promoted to a trainer, which has prompted me to use my leadership
skills on several occasions. The Disney Leadership Institute has helped me grow though this
transformative time in college by expanding my leadership skills and improving my selfconfidence in groups. I continue to advocate for the Disney Leadership Program at Fontbonne
and hope future generations of Griffins take this opportunity to learn just as much as I did.

Leadership: Fontbonne Student Ambassadors
When I was a freshman at Fontbonne, I wasn’t super eager to become involved in campus
activities. I am shy by nature, or at least I was four years ago. After my freshman year, I found
out about the Fontbonne Student Ambassadors organization through upperclassmen. They
encouraged me to give it a try. I attended an informational meeting, and I joined right away. This
was the first thing I became involved in on Fontbonne’s campus and it provided a gateway to
join other organizations. This initial opportunity allowed me to become more confident in my
leadership abilities.
What Fontbonne Student Ambassadors do is they are trained to give tours each week to
prospective students. This could be a single person coming to visit, or a group of twenty high
schoolers. We give at least one tour a week and sign up for special events throughout the
semester for large group visits and Freshman preview days. After my first year of participating in
FSA during my sophomore year, I knew I wanted to keep doing it. It wasn’t a major time
commitment, and I really enjoyed giving tours. Talking to students from all over and hearing
about their college journey made me very excited for them and remined me of when I was in
high school looking at colleges. I loved being that person to help make their decision and telling
them about all the fun times I’ve had at Fontbonne and living on campus all four years. Being a
tour guide helped me develop my leadership skills because it allowed me to become more
confident in talking to people and put me in a position where I literally had to lead people around
the school and tell them all about Fontbonne’s attributes. I learned to talk to different types of
people, students, and families alike. It felt good knowing I had things to talk about and
knowledge about our school. Student ambassadors continually teaches me new things about
Fontbonne as we hear from different departments each month. Overall, Fontbonne Student

Ambassadors has helped me develop leadership skills and increase my confidence in talking to
strangers, and for that, it’s more than just something to have on a resume. It’s taught me life
skills that I will never forget and allowed me to meet people that have left a lasting impact.

Occupation: Fashion Merchandising Internship
For the Fashion Merchandising department at Fontbonne, it is required that everyone
completes an internship their junior or senior year. This internship has to be organized both
through the company and university and lasts a total of 10 weeks or 200 total hours. I decided to
complete my internship over the summer of 2019, between my junior and senior year. I found an
opportunity with Stars Design Group very early, in November. This was a significant weight off
my shoulders, but left me in suspense for the opportunity to finally come in May.
The internship provided insight into the corporate world of retail. Since I was 16, I had
only worked sales associate jobs on the floor of retail stores. Now, I got to see what it took to get
the clothes in the hands of consumers. This position was in the merchandising department at
Stars Design Group, located in Soulard. Stars is a smaller company that works with brands such
as Harley Davison, Mountain Khaki and Anheuser Busch. My internship was structured so that I
worked five hour days, four days a week. I completed daily duties such as taking care of the
shipments and packages that arrived every morning at 9:00 am. I divided out which package
would go to which merchandiser and which document would be transferred to what department
within Stars. Additionally, I completed other tasks such as upkeep and organization of
processes. I would take punches of fabrics off samples and test them to make sure they had the
correct weight in GSM - grams per square meter. I would also test graphics such as embroidered
emblems and screen printed designs underneath a secluded light box, where we could test the
colors and make sure they were to standard compared to the Pantone swatch. These tests were
called “lab dips.” I would also measure these same graphics; sometimes we would receive them
on a square of fabric where I would then measure their width and height. Other times I would
measure them based on their placement on the garment. As for desk work, I had to help make

comments each week about the samples we would receive. I would check samples of garments
and look at them at the micro level- the stitching, the colors, measurements, seams, etc. I would
take a look at everything, critique it, and forward those notes to the product development team. I
would also input these comments into what is called a “WIP” or “work in progress.” This is a
shared excel file that has all of the season’s styles for a brand on it and notes about each stage of
where it is at in the process of production. Everything from notes about trims and colors, to fit
on models, is stored in the WIP file for the entire company to view at any point in time if they
have questions about a specific garment.
Since Stars Design Group is a smaller company, I was able to see so much more than just
merchandising. I was able to communicate with and learn from other departments every day.
This internship was required to graduate, but I am so glad it was. I saw first-hand what my
industry does behind-the-scenes to get clothing out on the sales floor and how much effort it
takes just to make one piece. It wasn’t all glamorous, but it furthered my learning more than any
single classroom experience has. There were several days that I had to sit doing nothing, waiting
to be of assistance to someone. While these times were challenging, it made the material I did get
to learn all worth the wait! My internship gave me so much more insight to my industry and has
now made me even more prepared and confident when looking for positions.

Merchandising Internship Summer ‘19
May-August
Emma Seiz

Getting the Internship
• Class visit to Stars in Advanced Product Development
• Interview with Courtney Cooper that day
• Megan McKenzie
• Kept in touch prior to me leaving abroad, got all of my paperwork
organized beforehand

Overview of the Company
Stars Design Group works with brands along the entire process of
getting their clothing produced

Overview of the Company
• Small Company
• Departments of Stars Design: Creative, Merchandising,
Product Development, Logistics and Accounting
• Communicate and work together to produce the most
cost and time efficient way of producing apparel for
their clients

Overview of the Company
Clients of Stars Design include:
Harley-Davidson, 108 Stitches, 2LU, Mountain Khakis, NRA
Serv-Pro, Cintas & Galls

Overview of the Company

Key Responsibilities
• My department: Merchandising
• Supervisors: Courtney, Megan and Raven
• My routine duties consisted of:
Delivering mail, which we got a lot of each day
Preparing shipments
Rewriting “submit cards”
Checking the tech pack & making Stars Design hangtags for the samples that
would get shipped in before the P.D. team did the full spec check
• Organizing of style binders (with new submits we would get in)
Other various jobs that I did:
• Measured and checked the CPOMs (Critical Points of Measurement) on a P.P.
or TOP sample
• Update the WIPs (Work in Progress)
•
•
•
•

What I Learned
• The processes in which a garment goes through to become a finished
product in the hands of consumers
• The specific steps I became very familiar with were:
• The shipping and communication between clients, the factory, and the
merchandising team
• The checking of details individually
• Embroideries, trims, colors

• The obstacles that come up along the way
• Wrong colors, stitches, clients changing their minds

• The phases of samples that garments go through before we get the finished
product
• Fit/Proto, SMS, Photo, PP, TOP

What I Learned
• Apparel Construction
• Types of seams/stitches

• Advanced Product Development
• Measuring and spec’ing clothing
• Working with tech packs

• Textiles

• Fabric types, content, and weights

Photos & Projects

Photos & Projects

Photos & Projects

Photos & Projects

Photos & Projects

Photos & Projects

Photos & Projects

N.R.A. WIP

Approval of fabric
and what it is

Dates of when and
what was sent to
the client

Which option the
client chose (from lab
dip submit card)

Thank you!
Questions?

Occupation: St. Louis Fashion Group International Scholarship
In the fall semester of 2019, I was recommended by my professors to apply for the
Fashion Group International Student Scholarship that is presented every year. The prize is
awarded to three tofour participants, all of which who receive a $1,000 scholarship and
recognition at an event where we present each of our projects. I worked for three full months to
prepare and perfect my submission requirements. My work paid off, and I found out that I won!
Entering to win the scholarship took a lot of time and planning. I needed multiple
reference letters, a cover letter, an essay, three completed and perfected fashion merchandising
projects, and an explanation of each of my projects. Over the span of three months, I made the
effort to meet with my professor to prep the materials and perfect each project before
submission. My first project was titled “Organic Adolescence”, a trend forecasting presentation
that I completed studying abroad in Italy. It focused on the Generation Z demographic and how
sustainability will be a major part of their fashion and lifestyle choices. I made a color palette,
surface, texture, and style boards to accompany my ideas. I also had research, sources, and upand-coming brands to back up my ideas. My second project was a tri-fold board and digital
presentation. The project consisted of a five-piece line for the demographic “junior boys” that I
was assigned. I did market research and choose a region to sell these pieces in America. I made a
mood board and picked a color palette to accommodate the target market and location. On top of
all of this, I also researched competitors in the same market and made my own pricing for the
line that I was proposing to be at Macy’s. This included Old Navy, H&M and Target. This
project was my final for the course Advanced Project Development at Fontbonne. For the third
project, I choose my Dress History course final project. This assignment was to compare specific
garments from centuries past to apparel we wear in present times, showing how trends and

silhouettes recycle themselves through history. This project took a lot of comparison, sourcing
and research to perfect. Each of the three projects highlighted a different skill and area of my
study. Trend forecasting, trend analyzation, trend research, market research, visual presentation
and historical research are just some of the skills I had applied throughout the three projects. By
showcasing all that I had learned thus far, I was able to convince the Fashion Group International
board of directors that I was deserving of one of the scholarships.
Fashion merchandising entails wide variety of topics to study and can ultimately lead to a
range of career paths. By winning this scholarship, I was able to prove to myself that my work in
college is worthy of attention. At the FGI event, industry professionals spoke with me about my
projects and asked me questions about my background and interests. Winning this scholarship
led to a wonderful networking experience, and has allowed me to highlight my achievements in a
way that will expand my career opportunities going forward.

trend report:

o rg a n i c a d o l e sc e n c e
by emma seiz

context
The inspiration behind this propelling trend is the active participation of Gen Y &
Gen Z in the fight against climate change through the use of organic & recycled
materials in fashion and the push to live a more minimalistic, waste-free
existence.

intro
• Ta rg e t M a r ke t : Yo u n g e r G e n Y a n d u p - a n d - co m i n g G e n Z
• A s t h i s d e m o g ra p h i c i s sta r t i n g to m a ke t h e i r o w n b u y i n g p o we r d e c i s i o n s , e co -f r i e n d l y o p t i o n s a re b e co m i n g m o re
d e s i ra b l e i n t h e i r a wa re n e s s o f c l i m ate c h a n ge .
• C l o t h i n g b ra n d s t h at p ro m o te wa ste re d u c t i o n , re c yc l e
m ate r i a l s , a n d u s e n at u ra l re s o u rc e s w i l l b e co m e m o re
p ro m i n e nt i n t h e a p p a re l a n d i nte r i o r d e s i g n m a r ke t s i n c e
t h i s i s a h i g h va l u e fo r t h e yo u n ge r ge n e rat i o n s .

key points
• shapeless, rounded, organic edges
• botanicals
• youthful vibes
• eco-friendly
• minimalistic approach to clothing ,
interior design, and lifestyle

turtle shell

sea foamed

ginkgo

z pink

over ripened

color palette

fabric

fabric

surfaces

prints & graphics

chapter 1: shapes

chapter 1: shapes

chapter 2: style

chapter 2: style

chapter 3: beauty
S u s t a i n a b i l i t y i s i m p o r t a n t i n t h e b e a u t y i n d u s t r y, a s
well. For Gen Z, according to WGSN, it is a nonnegotiable for their brands of choice to not only
negate harmful impact on the world but also leave
behind a positive legacy to make the world a better
place. This includes no animal testing and organic
ingredients.
In addition, minimalism is being applied to beauty in
connection with the body-positivity movement. Less
makeup is being pushed to allow younger generations
to be comfortable in the skin you they are in.

chapter 4: influencers
I c i c l e / /A s i a n C u l t u re
Icicle is an Asian brand that is
pioneering the standard usage of
n a t u r a l m a t e r i a l s i n t h e A s i a n m a r ke t
fo r a p p a r e l . I c i c l e a i m s t o r e c o n c i l e
consumers with the natural world
and educate them about using
natural resources to prompt a
greater sense of responsibility about
using organic materials. Icicle uses
hemp and linen and also uses
traditional, non-toxic plant dyeing
m e t h o d s . T h e t a r g e t a u d i e n c e fo r
this brand is young adults.

(Cheng & Bhui, 2018)

chapter 4: influencers
N i c ke l o d e o n / / Wa ste 2 We a r
Wa s t e 2 We a r i s t e a m i n g u p w i t h T h e C o o k i e C o m p a n y t o p r o d u c e
l i c e n s e d m e r c h a n d i s e m a d e o u t o f 1 0 0 % r e c y c l e d p o l y e s t e r, f r o m p o s tc o n s u m e r p l a s t i c . N i c ke l o d e o n h a s s i g n e d o n t o t h i s v e n t u r e t o u s e t h e
f a b r i c fo r t h e i r p r o d u c e d m e r c h a n d i s e .

(Goodfellow-Ash & Wharton, 2018)

applications of the trend
•lifestyle
•society
•design

Doconomy

Sales of plant based food in the
US rose 8.1% in 2017
(J. Walter Thompson Intelligence Innovation Group, 2018, p. 100)

(Doconomy, n.d.)

(J. Walter Thompson Intelligence Innovation Group, 2018, p. 219)
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Service and Social Justice: For The Kids
In high school, I had never been the type of person to be “involved.” I played volleyball,
and that took up a majority of my time outside of school and homework. Coming into college at
Fontbonne, there were so many opportunities to do more than volleyball. It didn’t interest me at
first, why join these clubs? But then, I realized how much time I had on my hands. I became
something in my life I’d never been before, a follower. My friends were joining these clubs, so I
guess I will too. I gave into the social pressures, and I am so glad that I did. Little did I know
how gratifying it would turn out in the end.
The first and easiest to join was the Children’s Miracle Network Dance Marathon Morale
Team. My friends had already been involved, so it was an easy-in. Little did I know how much
more this would become than just “getting involved.” I quickly learned the love and care behind
Dance Marathon at Fontbonne, how everyone involved in the organization had a common love
for helping each other and I loved quickly adopted that same value. Dance Marathon is a nationwide cause to help raise money for Children’s Miracle Network hospitals, and the money raised
at Fontbonne goes to a local hospital in St. Louis. As I became more invested in the cause, I
grew to find that helping kids, and others in general, should be more of a priority in my life. It
gave me a selfless feeling that was phenomenal.
I remember a moment in particular at one Dance Marathon main event, one where I had
the duty of being in the family room. The family room where we stayed with the kids and played
games with them. It’s a sort of “hang out” area for them to escape t from the excitement of the
main event. There is where I met a boy named Brayden and played Clue with him for over an
hour. He was insanely intelligent and could hold a conversation like someone my own age. I’m
not the most natural when it comes to kids, but this one got me. And I got him. I then realized

why people dedicate their time in college , and sometimes in their careers, to CMN Dance
Marathon. It’s more than just a dance party and fundraiser, it’s connecting with families and kids
you wouldn’t otherwise meet or get the chance of hearing their story. I got even more
opportunities to connect with children and their families through hospital visits and Dance
Marathon events throughout my time at Fontbonne.
Being able to help raise money and donate my time to Dance Marathon at Fontbonne has
given me a new perspective on life. I’m so glad I was able to help for a cause, but more
importantly I’m thankful for the perspective it has given me on my own life. This cause is much
larger than myself, and it took joining a club on campus for me to realize that. You never plan
for complications in life, and you especially don’t plan them for your own kids. I’m so grateful
that I grew up a happy and healthy child. It also made me realize you never know what the future
holds for you. I very well could have a child that would be in need of the services that CMN
provides. The goodwill that Children’s Miracle Network provides for society across our entire
country is outstanding and I am so proud to say that I played a role in their mission during my
time in college.

Service and Social Justice Reflection: Special Olympics
In my last year playing volleyball at Fontbonne, we started a tradition of good will and
pure joy. Each sport does at least one service opportunity each year to contribute to the St. Louis
community. In September of 2019, we found our permanent spot- a place I know future Griffins
will go for years to come for service.
Last year we contacted Special Olympics Missouri after we found out there was going to
be an event in Washington, Missouri. Special Olympics is something that is near and dear to our
coach’s heart, along with several players. We have players at Fontbonne who are majoring in
Special Education and players with siblings who have specials needs. While I can’t relate to
either of these, I have a long-time best friend from childhood who was diagnosed with cerebral
palsy. Her name is Taylor, and unfortunately due to her condition, she was held back in the later
years of elementary school. My heart was crushed, and before I knew it, life went on without my
bestie Taylor- but memories with her will never fade. When I found out we were participating in
Special Olympics this year, I was absolutely thrilled! This Special Olympics took place on a high
school football field and track, where there were two games of flag football going at once, on
either side of the field. Each individual was assigned a team to cheer on for the day and be their
supporter. Other Fontbonne teams were there helping as well including men’s volleyball and
softball. I was assigned the Warren County Special Olympics team. I loved seeing people of all
ages participate- the youngest I saw being about ten and the oldest about forty. Getting some of
them to open up was difficult at first, but before I knew it, we had the loudest, most cheerful
team out there. Two participants I made a particularly strong connection with were Troy and
John. Troy has down syndrome, and absolutely LOVED the attention from the girl volunteers.
“Hey giiiiiiiirls!” he would say, with a little squat and wave. His coaches couldn’t get him to

concentrate on the field, all he wanted to do was talk to us. John was an older participant at
thirty. John has autism and was a darling all the same. He had the most competitive spirit and
drive I’d seen that day. When he was off the field we talked and he told me more about his life
and his passions. John loved participating in the Warren Country Special Olympics events and
told me about their page on Facebook. I like their page and still check up on their team. He also
told me he had a girlfriend which he loved dearly and that they had a baby boy together. John
showed me pictures of their little family and my heart melted. I often didn’t think of people with
special needs having their own families. People have the misconception that they are dependent
on their parents their entire lives, but that’s hardly the case. Many of the participant’s parents
were not there. I found this surprising at first, but I think Special Olympics is that wonderful
freedom from home where they meet and talk to new people and aren’t hovered by their parents.
Not only was helping in Special Olympics rewarding from a service perspective, but I left
feeling like I had more friends than I did the day before. The entire experience opens your eyes
to the life you live on your own, the independence you have, and the opportunities available to
you. Not everyone is born with the same cognitive or physical abilities, and it humbles me to be
able to have the honor to befriend these individuals. I know now if I ever want to volunteer at a
Special Olympics event again, I will be welcomed back with open arms. I would love to see
those boys again and the others that I had the privilege to meet.

